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Abstract— Consumers concern on health and 
environment has been remarkable increasing recently. 
With vaguer product status especially on its impact on 
human body and health, consumers shifted to a more 
health option in which products that were produced 
from natural ingredients. Understanding the consumers’ 
concern for their health and wellbeing should be the 
guideline for marketers in strategizing the marketing 
tactics. Besides the growing emphasis on external 
appearance, consumers concerned on health and the 
environment has appeared as a recent consumer drives. 
This study aims to investigate the consumers’ 
perspective in relation to consumers perceived value 
and personal values when it comes to their decision to 
repurchase the same brand of natural beauty products. 
300 questionnaires were distributed among the users of 
natural skin care products with 226 were returned and 
usable. The study findings indicated that functional 
value contributed the highest with β = 0.398 and p = 
0.00, followed by environment consciousness, with β = 
0.293 and p = 0.000 and health consciousness β = 0.264 
and p = 0.00. Practically, the findings helped marketers 
to be creative when promoting the beauty products by 
emphasizing on ecological beauty or product safety to 
feed into the women’s attitude toward natural beauty 
products. Having a thoughtful mind on the factors that 
driven the intention of these women consumers will aid 
in designing a message with better persuasion. 
Keywords— Natural Beauty Products, perceived values, 
personal values, cosmetic, repurchase intention 
 
1. Introduction 
Consumers interest towards products which were 
produced using natural ingredients is growing in 
demand nowadays [1]. Ingredients made from 
natural substance are used to produce many other 
products from medicine to  
 
supplements food as well as personal care and 
beauty products [2]. Beauty products designed 
using natural ingredients, are continually increasing 
in the market and has becoming a trend among 
consumers who are inclined towards healthier 
lifestyle [3]. However, before consumer starts to 
have greater concern of beauty product on their 
body and health, beauty products are known for its 
perceived values such as its functional value, 
symbolic value and experiential value [4]. Quality 
for instance has a great meaning to the consumers, 
and normally higher quality will reflect a greater 
price where the beauty products are packed under a 
trusted brand name [5]. Typically, consumers 
create a sense of belonging with a brand through 
experience and the brand will symbolized the 
person’s personality and identity [6].  
In addition, [7] and [8] have mentioned 
that human body is an important part of a person 
that display a person’s physical wealth. A health 
body can be achieved with consuming the right 
food and applying a non-chemical product onto the 
skin.  When human see their body as representing 
themselves, thus the concern on one physical 
appearance has become the reasons in consuming 
beauty products [9]. Besides the concern on self-
appearance by selecting trusted beauty products, 
consumers also concerned on the environment. 
Hence, consumers started to believe that beauty 
products produced in a more naturally methods has 
a higher standard of quality [10]. These natural 
beauty products are assumed to contain less 
synthetic chemicals, compared with conventional 
products [11].   
Present study focuses on imported brands 
of natural beauty products that are available in the 
Malaysia market such as Origin, Yves, Rocher, 
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Juice Beauty and L’Occitance, Garnier Bio Active, 
Yes to Carrots, Skin Food, and many more. With 
the information shared from social media and 
websites, consumers have becoming more 
concerned in beauty product components, which 
resulted in natural beauty market to grow faster 
than the conventional beauty market [12]. From a 
sociological point of view, researchers have 
suggested that consumers’ concern for environment 
has been an ethical consideration of some 
consumption practices [13]. In the beginning 
research on consumption, it was proposed that the 
theory of sign value, environmentally friendly 
consumption is a sign indicating morality and 
ethics in the social context [14]. These 
advancements have created the introduction of 
green marketing [3]. Ever since then, the 
communities have begun to be more conscious 
about the environment. Along with expanding 
demand from market, the production and supply 
chain processes were forced to make improvements 
towards greener movement. In today’s business 
world, growing environmentally friendly products 
have turned into an essential business and 
marketing strategy, which is not, constrained to the 
general features of the products. In addition, the 
perception that consumers have towards these 
organic products was also reflected by their 
personal values. 
The expectation of this research is to find 
the purposes for recognize the influence of 
perceived value and personal value on consumer 
repurchase intention towards organic beauty 
products. Due to previous studies, a few 
researchers have analysed the impact of value on 
customers’ purchase intentions [15]; [16]. Past 
studies have indicated to the positive relationship 
among service quality and perceived value [17] 
which has been shown to bring about reliability 
among the customers. Similarly, researches 
demonstrated the positive relationship in most 
cases between these two variables [18] [19]. Many 
research additionally discovered direct relationship 
of perceived value with word-of-mouth 
communication and repurchase intentions [15].   
Hence, diverse country has diverse 
opinion toward the organic beauty products 
suggestion and therefore, they have different 
purchase intention. Implying that the repurchase 
intention is varied depend on values that 
influenced. Hence the research designed to 
compare between perceived value and personal 
value on organic beauty products repurchase 
intention in Klang Valley. Accordingly, there is 
presently unevenness between the increasing use of 
natural beauty products in the marketplace and due 
to the limited research consideration paying 
attention on personal value on this organic beauty 
products type, this research study intended to take 
initiative to fill the gap by conduct research in 
Klang Valley, Malaysia.  
The main objective of this study is to 
examine the impact of perceived values and 
personal values on consumers repurchase decision 
on natural beauty products. Furthermore, this study 
looks at how perceived values such as functional, 
experiential and symbolic and personal values such 
as health consciousness, environment 
consciousness and appearance consciousness that 
would influence consumers repurchase intentions 
of natural beauty products.  
2. Literature Review 
According to [20], state that the beauty industry is a 
very innovative, lucrative and quick paced industry 
where product innovation is the key to 
achievement. Beauty products come in many 
forms, ranging from powders, body makeup, soap, 
shampoo, and toothpaste. According to [21], the 
driving pattern for eco-conscious beauty is actually 
derived from consumer passion on natural, 
environmentally responsible-ingredients and 
organic-food movement. However, at present there 
are no mandated standards defining organic when it 
comes to beauty care products. 
Due to increasing environmental 
consciousness, the organic cosmetics are facing 
exponential development [22]. The utilization of 
organic cosmetics and toiletries manufactured from 
herbs and plant extracts has been popular in many 
developed countries. In Asia, in response to 
consumer’s rising demand for cosmetic products 
with natural origins and anti-aging functions, 
herbal medicinal cosmetic has been created by 
some multinational firms [23]. Cosmetics that 
constitute of organic ingredients can be categorised 
as ecological products, thus the process of 
marketing such products may be clarified as green 
marketing.  
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In this study, the theory of consumption 
values is used as the principle underpinning theory 
for the current study. The theory contributes in 
understanding consumer choice behaviour, 
addressing the matters what and why consumers 
purchase or decide not to purchase, is depending on 
variety of values [24]. Values are an important 
predictor of behaviour because consumer decide to 
make a purchase after they have considered various 
consumption values such as pleasure, superiority, 
and cost and benefits trade-offs [25]. This current 
study conducts three perceived values that 
influence on purchase intention such as functional 
value, experiential value and symbolic value. 
The consumer’s perceived value is a 
standout amongst most significant determiners of a 
consumer’s purchase intention, and decision [14]. 
Despite the fact, research has demonstrated that the 
conceptualization and estimation of this formation 
is complex, thus if the consumer perceived the 
value of a particular products or services is high, 
therefore, their chances of making a purchase will 
also be high [26]. Past studies have indicated that 
the product value perceived by the consumer is 
numerous with additional of mental component. 
Value perceived by the consumer is not only 
signifies the image that exists in the mind of the 
person about the manufacturing company, but also 
includes on how the company is capable to send the 
right communication message to the consumers’ 
minds [27]. 
Personal value gives an internal reference 
to what is good, beneficial, important, valuable, 
excellent, desirable and helpful. Values create 
behaviour and help solve basic human issues for 
survival by comparative rankings of value, the 
results of which give answers to inquiries of why 
individuals do what they do and in what order they 
choose to do them. According to [28], values are 
referred as beliefs about s person’s desire, choices 
that is above circumstances, guided by relative 
importance. Personal values of consumer's serve as 
an important consideration in making decision such 
as on brand purchase [29] (Ajitha & Sivakumar, 
2017). Accordingly, there are three types of values 
that may affect a person’s personal value towards 
purchase intention such as health consciousness, 
environmental consciousness and appearance 
consciousness. 
2.1  Perceived Value 
The first value dimension is perceived 
functional value that is derived by product safety, 
uniqueness, usability, reliability and durability. 
This aspect is to be explored further by taking into 
consideration the use of recyclable packaging, eco-
friendly materials and organic ingredients 
(Kapferer, 2012)[30]. When consumer make 
preferences, it was indirectly influence by the 
functional value as accordance to financial 
pragmatic theory. This theory recommends that 
consumer make a choice to get most amazing 
benefit based on a circumstance. A consumer who 
is about to decide to purchase or not to purchase by 
looking into the decision on whether a consumer 
needs the elements of that product or not [25]. If 
the functional value fulfils a consumers’ 
requirements for the product’s quality and 
capacities, thus it helps purchasers to fulfil their 
desires. Decision-making is based on the 
consumers’ functional value demands, in which 
when the perception of product’s functional value 
is higher, the stronger consumer’s purchase 
intention will be. 
Secondly, the emotional or symbolic value 
which refers to the social approval, self-expression 
and social approval, conspicuousness value and 
prestige value.  The assumption that based on 
symbolic value, a product is perceived as a benefit 
by consumers has been generally acknowledged for 
quite a while. Segments, for example the 
significance that is associated with the product and 
the image of the product can be viewed as bases for 
the description of symbolic value [25]. 
Understanding and evaluating symbolic values is 
much more difficult than the functional value 
because symbolic value arises when individuals or 
groups associate the same meaning with a product 
and offer the significance. Therefore, in can be 
claimed that the concept of symbolic value emerges 
because of a socializing process.  
Symbolic values are also important for 
consumers have pushed themselves based on the 
roles they hold in the society (Fajardo & Tsiros, 
2016)[31]. Consumer’s purchase a product to be 
accepted by a certain social group or by 
conforming to social norms. Consumers can 
accomplish self-improvement and access to social 
value through the reference groups they seek to be 
a part of and consumption behaviour. Consumers 
can recognize themselves with the reference group 
through similar consumption pattern or impression 
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to that group. Accordingly, the higher the symbolic 
value that consumers perceive, the stronger will be 
the decision to purchase.  
Finally, the experiential value, when the 
association are linked to consumer feelings, 
experienced while consuming a goods or services. 
These ethical oriented consumers are expected to 
think that not only the effect of purchase has on 
themselves (with reference to social group) but also 
on the world around them [32]. Experiential values 
are considered as the benefits perceived from a 
product in relation to the person emotions. This 
value is associated to the reactions consumers 
expressed against the products [33]. Experiential 
values can materialize in a positive way such as 
being loyal to a preferred brand or in negative ways 
such as negative word-of-mouth [25]. In some 
situation, emotional judgment is a fastest predictor, 
thus consumers will shape the general assessment 
of a product or service based on the emotional 
clues at that point of time. In short, he more 
positive is the evaluation, the more probable that 
purchase intention will originate. 
H1: There is a relationship between functional 
value and purchase intention for organic beauty 
products. 
H2: There is a relationship between symbolic value 
and purchase intention for organic beauty 
products. 
H2: There is a relationship between experiential 
value and purchase intention for organic beauty 
products. 
 
2.2 Personal Values 
Personal value gives an internal reference to what 
is good, beneficial, important, valuable, excellent, 
desirable and helpful. Values create behaviour and 
help solve basic human issues for survival by 
comparative rankings of value, the results of which 
give answers to inquiries of why individuals do 
what they do and in what order they choose to do 
them. In this research, there are three personal 
values that may affect personal value towards 
purchase intention such as health awareness, 
environmental consciousness and appearance 
consciousness.  
First personal values, which is health 
consciousness involved in providing direction to 
individual in the decision to engage in healthy 
behaviours [34]. Being health conscious, 
consumers are thinking on how to move forward in 
their live at the same time to maintain a healthy 
lifestyle [35]. For instance, consumers who are 
highly concerned with health and safety may place 
a high evaluation on the product ingredients before 
making any consumption as compared to those low 
health consciousness [16].  In another example, a 
brand Aveda has put up a slogan that emphasized 
on product safety associating the health issue, such 
as “Would you moisturize with petroleum? What 
you put on your body should be as healthy and 
natural as what you’d put into it” (as cited in [36]. 
The slogan asserts that what individuals apply 
topically to their bodies is as important as what 
they eat. Since natural beauty products are known 
to exclude chemical ingredients such as sodium 
laureth sulfate (SLS), diethanolamine (DEA), 
preservatives derived from formaldehyde, mineral 
oil, and other non-sustainable ingredients that cause 
dermatitis and cancer [37], it is contended that a 
consumer’s health consciousness is positively 
related to his/her attitude toward purchasing 
organic skin/hair care products.  
Secondly, environmental consciousness 
has guides individual to make consumption choices 
on a greener perspective [38]. Consumes that are 
environmentally conscious will tend to change their 
purchasing behaviours to assist the environment 
[39]. Confronting issues encompassing 
environmental damage from unsafe substances and 
animal testing of ingredients and/or completed 
products, the personal care industry has created 
organic products produced without the utilization 
of pesticides, synthetic chemicals, and animal 
testing [40]. In addition, a few companies have 
utilized recyclable packaging, which also reflects 
concern about disposal issues hence environmental 
concern is an important determinant of consumer 
behaviour toward organic products [20]. It is 
normal that a consumer’s environmental awareness 
is emphatically identified with intention toward 
purchasing organic beauty products. 
The third personal values, appearance 
consciousness drives individuals to be interested in 
cosmetics and clothing that express or change their 
images [41]. Consumption of personal care 
products is an acquiring expectation that fulfils 
one’s requirements for beauty and care of one’s 
general appearance [42]. Some individuals who 
strongly desire to maintain and keep up a youth loo
  and enhance their appearances have been 
searching for chemical-free personal care products 
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[43].  For example, hair loss and pimples, which 
are caused by pollutants and chemicals, impact an 
individual’s appearance. It has been demonstrated 
that organic hair care products can help reduce 
scalp irritations, support hair growth, and keep hair 
healthy with plant-based ingredients such as grape 
seeds and rosemary, and that organic skin care 
products can help nourish and protect skin from 
irritants [44].      
H4: There is a relationship between health 
awareness and purchase intention for organic 
beauty products. 
H5: There is a relationship between environment 
consciousness and purchase intention for organic 
beauty products. 
H6: There is a relationship between appearance 
consciousness and purchase intention for organic 
beauty product. 
3. Methodology 
 Population is a whole group of people, occasions 
or things of premium that should be examined and 
surveyed in a research. The process should start 
with focusing on the suitable target population. In 
this manner, the respondents of this research will 
be Malaysia's who age is 20 years old above. The 
purpose behind focusing on this group is because 
they are possible to buy environmentally sensitive 
products. Furthermore, this group of people 
represents the possible to purchasing organic 
beauty products which they think will minimize 
unsafe of environment. 
Based on the research, primary and 
secondary data are sorts of data that was gathered. 
Primary data utilize to test hypothesis and it 
gathering technique is from survey information 
accumulation. Secondary data for develop the 
hypothesis while journals through web were 
gathered to support research study. The reason of 
the questionnaire is to sum up from a sample to a 
population to make inferences about the 
characteristics of the population. Mainstream 
approaches to gather primary data include surveys, 
interviews, observations and focus groups, which 
can demonstrate the direct relationship amongst 
consumers and their intention to purchase organic 
beauty products. This research, a self-administrated 
survey will be utilized to accumulate primary data. 
The intention of consumers for purchase organic 
beauty products can be recognized by the 
questionnaire. 
3.1 Demography Profiling 
The demographic profile of the 
respondents has been identified by this study. There 
are six questions were asked under the respondent’s 
demographic section which is included of gender, 
age, education level, marital status, employment 
status and income status and the demographic 
profile was derived from 226 total number of 
respondents. 
Referring to the findings, majority of the 
respondents are female with 75.2. Most of the 
respondents are from the age of 20 to 30 years old. 
They are educated and earn within RM 3001-
RM4000. They constantly buy and use natural 
beauty products in their regular lives. However, the 
results also showed that most of them are conscious 
of the existence of natural beauty products and they 
prefer to buy the natural beauty products from 
specialty store that carries specific product 
categories of natural beauty products 
4. Results 
Partial Least Squares (PLS) analysis technique 
using SmartPLS 3.0 software was used to analyse 
the research model [45]. Based on the suggested 
two-stages analytical procedures by [46], the 
researcher tested the measurement model reliability 
of the measures) followed by an examination of the 
structural model [47] [48]. Bootstrapping method 
was used to test the significant path coefficients 
and the loadings. 
4.1 Measurement Model Evaluation 
 
Two types of validity were engaged to evaluate the 
measurement model. The first known as the 
convergent validity followed by discriminant 
validity. In the case of convergent validity, it is a 
measurement model that is examining the loadings, 
average variance extracted (AVE) and also the 
composite reliability [49]. As suggested by [47], 
the loadings were all higher than 0.7, the composite 
reliabilities were all higher than 0.7 and the AVE 
were also higher than 0.5 (refer Table 1). 
Table 1: Convergent Validity of Measurement Model 
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Note: Functional Value 4, Experiential Value 2, Experiential 
Value 4, Symbolic Value 1, Health Consciousness 2, and 
Appearance Consciousness 1, were deleted due to low loadings 
The discriminant validity of the measures was 
tested according to [50] criterion of comparing the 
correlations between constructs and the square root 
of the AVE for the construct (Refer to Table 2). 
Based on Table 3, the square root of the AVEs as 
characterized by the bolded values on the diagonals 
were greater than the corresponding row and 
column values (correlation between constructs) 
representing the measures were discriminant.  
Table 2: Discriminant Validity of Measurement Model 
 
Note:  Values on the diagonal (bolded) represent the square a 
root of AVE while the off-diagonals represent the correlation 
 
4.1  Structural Model Evaluation 
The structural model is completed by 
calculating R
2
, beta and the equivalent t-value [47]. 
A bootstrapping procedure with 5000 resamples 
was also applied.  As according to [47] this study 
also reported on the predictive relevance (Q
2
) and 
effect sizes (f
2
). The analysis was done by looking 
into the factors contributing towards purchase 
intention of natural beauty products. Based on the 
result, personal values (Appearance Consciousness, 
Environmental Consciousness, and Health 
Consciousness) and perceived value (Functional 
Value, Experiential Value, and Symbolic Value) 
explaining 63% of the variance in Purchase 
Intention.   
In this study, only three factors were 
confirmed as the major predictor of purchase 
intention. Environment consciousness (B=0.293, 
p<0.01), health consciousness (B=0.264, p<0.01), 
and functional value (B=0.398, p<0.01) was 
positively related to consumers’ purchase intention 
of organic skincare product. Among the three, 
functional value is the strongest predictor, followed 
by environment consciousness, and health 
consciousness, and thus supporting hypotheses H1, 
H2, and H3 of this study. The result of the 
structural model analysis (hypothesis testing) is 
summarized in Table 4. The result of the structural 
model analysis (hypothesis testing) is summarized 
in Table 4. The R
2
 value of 0.63 was higher than 
the 0.35 (substantial) value suggested by cohen 
(1988). 
The study also measured effect sizes (f2) 
as recommended by [51]. [47] proposed that the 
change in the R
2
 value should also be studied. The 
method suggested is to examine the R
2 
change 
when a specified exogenous construct is absent 
from the model. As suggested by [52], the standard 
to measure the magnitude of the effect size is 0.02 
(small), 0.15 (medium), and 0.35 (Large). Looking 
at the f
2
 value in Table 3, it can be perceived that 
the relationship of all significant predictors was 
ranged from small to large. In addition, we also 
calculated the predictive relevance of the model by 
using the blindfolding procedure. According to [53] 
and [54] blindfolding is a sample reuse technique 
that remove every dth data point in the endogenous 
construct’s indicators and estimates the parameters 
with the remaining data points. Furthermore, Hair 
et al (2014) stated that if the value of Q
2
 is larger 
than 0 the model has predictive relevance for a 
certain endogenous construct and otherwise if the 
value is less than 0. From Table 4 we can see that 
all the Q
2
 values are more than 0 (0.325) suggesting 
that the model has sufficient predictive relevance.  
Table 3: Result of the Structural Model Analysis 
(Hypotheses Testing) 
CONSTRUCTS ITEMS LOADINGS AVE CR 
Functional Value FV1 0.762 0.695 0.872 
 FV2 0.871   
 FV3 0.863   
Experiential Value EV1 0.85 0.786 0.88 
 EV3 0.923   
Symbolic value SV2 0.843 0.759 0.904 
 SV3 0.938   
 SV4 0.829   
Health Consciousness HC1 0.799 0.697 0.873 
 HC3 0.921   
 HC4 0.777   
Environment 
Consciousness EC1 0.808 0.666 0.888 
 EC2 0.895   
 EC3 0.804   
 EC4 0.751   
Appearance 
Consciousness AC2 0.801 0.626 0.833 
 AC3 0.693   
 AC4 0.869   
RePurchase Intention RePI1 0.896 0.747 0.898 
 RePI2 0.929   
 RePI3 0.758   
 
 Appearance  Environment  Experiential  Functional  Health  RePI Symbolic 
Appearance  0.791        
Environment  -0.437 0.816       
Experiential  -0.275 0.715 0.887      
Functional  -0.308 0.751 0.724 0.834     
Health  0.493 -0.358 -0.262 -0.183 0.835    
RePI -0.319 0.73 0.644 0.735 -0.279 0.864   
Symbolic  0.614 -0.381 -0.202 -0.309 0.277 -0.3 0.871  
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5. Conclusion and Recommendation 
This research helps to understand how 
Malaysia consumers perceived value and personal 
value on purchasing organic beauty products. By 
the result of significant for functional value on 
organic beauty products, marketers can target the 
scale of economies by standardizing their strategy 
on organic beauty products. Marketers could 
benefit from information about the differences in 
constituent organic beauty products perceptions 
and customize or standardize their marketing 
strategy accordingly. Since that, marketers should 
attempt to attract consumers towards purchasing of 
organic beauty products by using infomercials and 
sales promotion. Furthermore, marketers must 
adopt some innovative advertising tools and create 
organic slogan to impress the organic customers.  
This research is only describing the 
perceived value and personal value by respondents 
towards organic beauty products in general, while 
each brand might have differences in terms of 
products attributes, personality, price, etc. The 
limitation of this research is the data collection that 
was conducted in one location it was Klang Valley, 
Malaysia. Moreover, this study was involved on 
small sample size highlights the necessity to extend 
this research to a larger and geographically more 
diversified sample of consumers.   
The results of this research may not be 
applicable to other categories products as current 
study focuses on organic beauty products. Hence 
for future research, researcher need to refine with a 
variety of product categories studied to obtain 
greater generalisation. Besides that, as an upcoming 
study may determine the effect of the tenure of 
consumer-brand relationship on organic beauty 
products. Moreover, future research could also 
evaluate the role of rarity of brand, new versus 
established organic beauty products, brand 
attachment and commitment in shaping organic 
beauty products perceptions in the Malaysia 
country. In addition, the future research should 
consider other variables, such as social norms, 
value orientation, and past experiences.  
In past researches gave mixed results 
regarding the effect of perceived value and personal 
value on purchase intention of organic beauty 
products. The study’s findings indicate both 
significant and not significant relationship, it means 
that our in-depth understanding of the effect of 
these values on organic beauty products 
consumption remains to some extent elusive. This 
research, by simultaneously modelling functional 
value, experiential value, symbolic value, health 
awareness, environment consciousness and 
appearance consciousness towards purchase 
intention of organic beauty products, gives useful 
insight into various important antecedents of 
organic beauty products purchase behaviour of 
Klang Valley, Malaysia consumers. The results 
shown, functional value, health consciousness, and 
environment consciousness are the most important 
factor on purchasing of organic beauty products.  
An understanding of consumer values may 
have implication on public policy implementation. 
Designing the right message will be resonate with 
different market segment thus aiding in pursuing 
the target market with better persuasion. In 
addition, future research might help natural beauty 
products retailers to understand how consumer 
values influence attitude toward the brand and the 
retailer. It could be suggested the establishing a 
positive attitude toward the retailer might play an 
important role in increasing consumers’ product 
purchase as well as enhancing store preferences. It 
is also suggested that retailers should develop 
effective marketing strategies emphasizing on 
ecological beauty or product safety to satisfy the 
values of potential consumers. It is recommended 
that retailers might want to change consumers’ 
perception of higher price to affordable prices 
using multiple marketing strategies (such as 
discount, viral video, new product development), 
which would make any consumers believe that they 
are capable to buy the natural beauty products 
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